Introduction
The automobile market is getting saturated with many models of passenger cars, competing against each other, in sharp contrast to the monopolistic industry behaviour, which was prevalent till late 80"s. The Automobile Industry in India has been in the booming phase for the past 10 years, on the strength of the Indian Government"s liberalized economy policy and freedom from the License Raj. The Government of India allowed Foreign Joint Venture in the industry since early 1990. Subsequently, the Indian Government allowed Foreign Direct Investment with an equity cap in the industry, which saw many automobile giants entering the Indian market with their models, readily available, without much waiting time for the delivery.
Sudden interest of major global players has made Indian auto industry very competitive, as India provides twin benefit of ready market and low cost manufacturing base for them. With the explosion of the automobile industry, due to its globalization and liberalization, car manufacturers introduced much innovative and technological advancement in their models. Customers have started thinking to change over to the new models of cars, with related ease than before, to suit their changing life styles.
It requires tremendous amount of marketing efforts to keep and grow their market share in this scenario, by adopting quite innovative features and value added services, which are very attractive to the customers. Companies are adopting new methods to see, if small families using the two wheelers, can be converted into the car buyers. Due to the economic boom, higher income levels and the growing purchasing power of the Indian urban populace, cars have transformed into a necessitated ingredient for Indian middle class families.
Currently, India is one of the largest producers of small cars with the small car segment accounting for about three-fourths of the Indian car market. Small cars are classified according to the price range which varies from 1 to 3 lakhs. It has the capacity to carry 4 passengers-2 adults, 2 children. These are basically entry level cars which are preferred by service group and middle income group. With this backdrop, the present study is attempted to identify the factors affecting consumer"s brand preference of small cars in Chennai.
II. Methodology
Among the different cities in Tamil Nadu, the Chennai city has been purposively selected for the present study. The consumers of small cars have been selected by adopting random sampling technique. The data and information have been collected from 500 consumers of small cars through pre-tested and structured questionnaire. In order to understand the socio-economic status of consumers of small cars and brand preference of small cars, the frequency and percentage analysis have been carried out. In order to identify the factors affecting consumer"s brand preference of small cars, the exploratory factor analysis has been employed. In order to examine the influence of factors affecting consumer"s brand preference on overall satisfaction of consumers about small cars, the multiple linear regression has been applied
III.
Results And Discussion
Socio-Economic Status Of Consumers
The socio-economic status of the consumers of small cars was analyzed and the results are presented in Table- It is clear that about 32.60 per cent of the consumers of small cars belong to graduation followed by post graduation (30. 
Consumer's Brand Preference Of Small Cars
The consumer"s brand preference of small cars was analysed and the results are presented in Table- 2. The results show that about 31.00 per cent of consumers prefer Maruthi Suzki brand of small car followed by Hyundai (19.60 per cent), Tata(17.20 per cent), Nissan(13.60 per cent), Ford(9.40 per cent), Chevrolet(3.60 per cent), Honda(2.00 per cent), Volkswagen(1.80 per cent), Toyota(1.20 per cent) and Skoda(0.60 per cent).
Factors Affecting Consumer's Brand Preference Of Small Cars
In order to identify the factors affecting consumer"s brand preference of small cars, the exploratory factor analysis has been employed. The principal component method of factor analysis was carried out with Eigen values greater than one through varimax rotation and the results obtained through rotated component matrix are presented in Table- The overall Cronbach"s alpha of the scale is 0.93 indicating that each measure demonstrates acceptable internal consistency. The cronbach"s alpha of the scale is varying from 0.90 for need to 0.94 for value shows that each items in different factors also demonstrates acceptable internal consistency. It is inferred that value, comfortability, efficiency, accessibility, ambition and need are the factors affecting consumer"s brand preference of small cars.
Influence Of Factors Affecting Consumer's Brand Preference On Overall Satisfaction Of Consumers About Small Cars
In order to examine the influence of factors affecting consumer"s brand preference on overall satisfaction of consumers about small cars, the multiple linear regression has been applied and the results are presented in Table- 4. The factors derived through factor analysis are considered as independent variables and the consumer"s overall satisfaction about small cars is considered as dependent variable.
The results indicate that the coefficient of multiple determination (R 2 ) is 0.69 and adjusted R 2 is 0.67 indicating the regression model is good fit. It is inferred that about 67.00 per cent of the variation in dependent variable (Overall Satisfaction) is explained by the independent variables (Factors Affecting Brand Preference of Small Cars). The F-value of 5.962 is statistically significant at one per cent level indicating that the model is good fit. The results show that value, comfortability, efficiency and need are positively influencing the consumer"s overall satisfaction about small cars at one per cent level of significance, while accessibility is also positively influencing the consumer"s overall satisfaction about small cars at five cent level of significance.
IV. Conclusion
The majority of the consumers of small cars are males and the most of the consumers of small cars belong to the age group of 31-40 years. The majority of the consumers of small cars are graduates and the most of the consumers of small cars are employed in private sector. The majority of the consumers of small cars belong to monthly household income group of Rs.25000-50000 and the most of the consumers of small cars are married. The majority of the consumers of small cars belong to nuclear family.
The majority of consumers prefer Maruthi Suzki brand of small car.The value, comfortability, efficiency, accessibility, ambition and need are the factors affecting consumer"s brand preference of small cars. The regression analysis shows that value, comfortability, efficiency and need are positively influencing the consumer"s overall satisfaction about small cars at one per cent level of significance, while accessibility is also positively influencing the consumer"s overall satisfaction about small cars at five cent level of significance. Therefore, the small car manufacturers should also focus on value-creating activities as such so that consumers will have a better perception of quality of the brand. By incorporating these factors, it also delivers a functional benefit such as creating a differentiation from industry competitors. There is cut throat competitions in the market on price front and so they have to find out better quality and low cost product. Indians are conscious about the price and fuel efficiency. Whoever is selling low-priced, fuel-efficient small cars will succeed and they are likely to see large volumes of sales. Hence, the small car makers should concentrate on all these factors in their production and marketing plans
